Improving global sales office satisfaction.  : Case: Metso Automation, Day-to-Day Business Support by Willgren, Laura
  
 
 
 
 
 
 
Improving global sales office satisfaction.  
Case: Metso Automation, Day-to-Day Business Support 
 
 
Laura Willgren 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Bachelor’s Thesis  
 Degree Programme in International  
 Business 
 2012 
 
    Abstract 
 
 
 
22 Oct 2012 
Degree programme in International Business 
 
 
Author or authors 
Laura Willgren 
Group or year of 
entry 
GloBBA10 
Title of thesis 
Improving global sales office satisfaction.  
Case: Metso Automation, Day-to-Day Business Support 
 
Number of 
pages and 
appendices 
57 + 33 
Supervisors 
Jutta Heikkilä, Elizabeth San Miguel, Pertti Tilli,  Tanja Varttala, Teppo Varttala 
 
Customer focus and customer satisfaction are the keys to success in business. 
Technical superioty brings success only; if the technical implementations meet the 
customers’ real needs. 
 
Metso Corporation is a major international company, which aims to improve its 
actions constantly. To excel at this, the company has incorporated customer 
satisfaction into their action plan for 2012 and that is the base for this thesis. 
 
The word customer can often refer to an internal customer, such as a company’s sales 
office, and the Day-to-Day Order Management unit, part of Metso Automation, aims 
to improve its relationship with the customers, the sales offices. In order to get a clear 
understanding, theories such as customer relationship management, service quality and 
customer satisfaction were researched closely. 
 
To improve the relationship with internal customers, it is important to know what the 
current situation is, and which factors are the most important ones to be improved. 
Analyzing the factors will help in the creation of an action plan, which then addresses 
the correct contact points and changes the current situation to follow a more benficial 
route. 
 
This study was conducted by using a survey and face-to-face interviews. All the sales 
ofices were included and the answers gave a solid basis for future actions and plans. 
The survey data was categorized into five groups, based on location, to deliver more 
efficient results. 
 
The results clarified the current situation and highlighted the factors, such as service 
quality, which need to be improved in oder to create better customer satisfaction. 
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1 Introduction 
This chapter will give the reasoning for this thesis and argue the relevance of the topic. 
The topic will be presented in detail, with its objective and limitations, which will 
modify the latter part of the thesis. In addition, the case company behind this thesis 
will be presented.  
 
1.1 Relevance of the topic 
Lately, organizations have come to understand the importance of customer satisfaction 
and the fact that it is less costly to keep existing customers than to win new ones (Hill 
& Alexander 2006, 1). As managing customer relationships is in crucial part of today’s 
business life, it is important for a compay to know where it stands and how to improve 
its actions. After being in the technology and service business since the 19th century, 
Metso Corporation recognizes the importance of customer relationship management; 
also at the internal level. Research about customer satisfaction has been done in the 
organization before, but never has the relationship of this thesis been researched at 
Day-to-Day Order Management unit. 
 
Moreover, turning service business into Finland’s competitive advantage is one of the 
future trends, according to a study by Sitra, a Finnish Innovation Fund. It suggests that 
the focus for industrial companies should be on the customer (Sitra/Edita 2010). As 
the customer is the key to any business’ success, then relationship management and 
satisfaction will be very important, when looking at today’s business. In addition, ac-
cording to Grönroos (2001, 307), if internal service is poor, the externally rendered 
service will be damaged. He also recognizes the problem that it is often hard for the 
employees to realize the importance of their work, as they never see the “real” custom-
er. Therefore they often feel that the people they serve are fellow employees and that 
the relationship between these two units does not reach all the way to the end custom-
er. This kept in mind, to improve an overall situation; both sides should be researched 
and later improved. 
 
The writer of this thesis has worked for Metso Automation for one and a half years, 
and has noticed that the feedback from sales offices has often a negative aspect includ-
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ed. Therefore it was a good opportunity for the writer to use her own knowledge about 
the organization, while writing this thesis and to see if the survey results reflect what 
was thought about the situation beforehand. 
 
1.2 Objective of the study 
Metso Automation has gone through large process changes, as well as changes in the 
systems used. Thus it is crucial to find out how these changes have affected the rela-
tionship with the global sales offices and how they have coped with these changes.  
 
Situations, where customers and service providers interact, are important for both 
parties, but especially for the service providers, as these moments determine service 
quality. Hence, they are sometimes called “the moment of truth”, as if they fail, quality 
fails along side (Ylikoski 1998, 165). To ensure that a company has customers in the 
future, it is important to strenghten the relationships with the sales offices and to aim 
for more service-oriented approach. The objective of this thesis is to investigate the 
sales offices current satisfaction, cooperation and communication, to see how these 
could be improved. This is crucial in order to create a more beneficial relationship for 
both the sales offices and the service providers. 
 
 
 
Figure 1. Timeline of the sales office satisfaction measurements in Day-to-Day Order 
Management unit at Metso Automation 
 
Measuring satisfaction is a major attribute of relationship management, and it can act 
as a portal to crucial information for the company. It offers an insight to customer 
needs, which is the core of customer focused organizations. Knowing customers’ 
needs and expectations provides better conditions determining the content and target 
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options of marketing (Mäntyneva 2003, 84). Furthermore, a regular assessment of cus-
tomer satisfaction, internal and external, shows organizations how the implementations 
have functioned and if new problems have appeared. Therefore, this thesis is the first 
part of a continuous project (Figure 1) and it will be developed further by Metso Au-
tomation. 
 
1.3 Research problem and the investigative questions 
The research problem is to determine how to improve global sales office satisfac-
tion at Metso Automation. This has been researched from different aspects and these 
aspects were divided into investigative questions, which are as follows: 
 
 How can the communication between the service providers and the internal 
sales offices be improved? 
 Which communication methods would offer the most efficient outcome? 
 What is the level of customer service received by the sales offices? 
 How can the cooperation between the two parties be improved? 
 
Organizations try to excel in delivering customer satisfaction, but often tend to forget 
the people, their employees, who actually are the ones delivering the satisfaction 
(Chakrapani 1998, 208).  The research problem is to find out what is the current level 
of the sales offices satisfaction, as the cooperation of the sales offices and the service 
providers is in the Metso Corporation’s action plan for the year 2012. 
 
In addition, it will be beneficial for the One Metso approach (work as one to be num-
ber one) to know, which attributes are important for the sales offices, as they might 
give importance to different factors than the service providers expects. In order to im-
prove the cooperation before the next measurement point, it is highly important to 
find out the correct development sections (Metso Automation’s ales support manager 
2011). 
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1.4 Demarcation of the research 
This thesis focuses on customer satisfaction, where the sales offices are the internal 
customers, and how the cooperation between them and the service providers could be 
improved. This topic was researched from business-to-business (B2B) point of view 
and it was limited to the relationship between Metso Automation - Flow Control 
Business Line - Global Operations - Demand and Order Management Helsinki and the 
company’s global sales offices (33). It was decided to exclude certain aspects and these 
were the relationships with production, agents, key accounts and the relationship with 
other departments in Day-to-Day (D2D) Business Support. The reason for excluding 
these factors was the volume of the topic. Including these factors would have expand-
ed this thesis wider and made it more complex, than what is expected of a bachelor 
thesis. Overlooked were also the Factory-to-Factory (F2F) unit, the spare-part unit and 
the service unit for the same, above mentioned, reason. 
 
In addition, factors, which cannot be affected, were left aside from the scope. One of 
these factors is reliability of delivery, which can be seen as a major attribute, and will 
therefore be found from the answers. This has been a huge matter ever since the move 
of the Helsinki factory to the new premises in Vantaa in 2011. 
 
1.5 Key concepts and key terms 
To make this thesis more understandable for the reader, this chapter explains the key 
concepts of this work. In addition, the key terms used at Metso Automation will be 
explained. 
 
1.5.1 Key concepts 
Customer relationship management: Is a holistic strategic approach to managing 
customer relationship in order to create shareholder value. (Payne 2006, 2) 
 
Customer satisfaction: Is the relationship between customer expectations and experi-
ences. If the experience is similar to the expectation the customer can be expected to 
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be satisfied. If experience is below expectation, the customer can be expected to be 
dissatisfied. (Mäntyneva 2003, 125) 
 
Internal customers:  Are customers within the organization and should be treated as 
external customers. (Chakrapani 1998, 58-59) 
 
Service: Anything done for the customer that enhances the customer experience. 
(Harris 2012, 2) 
 
Internal marketing: An element of holistic marketing is the task of hiring, training, 
and motivating able employees who want to serve customers well. (Kotler & Keller 
2012, 387) 
 
Measuring customer satisfaction: Is about measuring how customers perceive your 
performance as a supplier. (Hill & Alexander 2006, 2) 
 
1.5.2 Key terms 
CO Receiving: The first part of Day-to-Day Order Management team, where the 
technical review of an order is performed. 
 
CO Management: The second part of Day-to-Day Order Management team, which is 
responsible for an order, after technical review, until the order is received by the cus-
tomer. 
 
Datawarehouse reports: are reports used to track information about an order and are 
also known as M3 reports. 
 
IPO: Internal Purchase Order. 
 
IQI: Internal Quotation Inquiry. 
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EOH: Electronical Order Handling – an internal database used to share and track in-
formation regarding an order. 
 
Bernie Key Users: Sales system key user group. 
 
M3: An internal tool used to check-up the order’s current status. 
 
1.6 Structure of the thesis 
The structure of this thesis has been divided into five (5) parts. First the reader will 
understand the topic in question and the company behind this thesis. This will give a 
good base for the reader to follow the upcoming theory. Then the discussion will move 
to theory, which is divided into three (3) parts. Theory starts from a wider topic of cus-
tomer relationship management (CRM), and will then move down to a more specific 
theory for this thesis. After CRM we take a look at customer service, which is part of 
CRM, but more connected to improve global sales office satisfaction. Customer service 
is then brought to customer satisfaction, which is looked from the sales office satisfac-
tion point of view, to relate the theory to the thesis (Figure 2). The last section in 
whole is the empirical (methods) part, where the research methods are gone through 
deeply, and the results are explained. In addition, the further action plans are revealed 
and the writer’s own thoughts of the project are shared. 
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Figure 2. The structure of the thesis 
 
1.7 Case company Metso Corporation 
Metso Corporation is a global supplier of technology and services and they operate in 
more than 150 countries, on all continents, aiming to have a local presence in sales, 
development, engineering, procurement, production and the service business all over 
the world. Metso Corporation’s net sales in 2011 were EUR 6,646 million and Metso 
Automations net sales were EUR 770 million. (Metso 2012b) 
 
 “Metso’s ambition is to be number one and best in class technology and service pro-
vider in all the business we are in.” (Metso 2012a.) 
 
Metso Corporation is divided into three business segments and these are Mining & 
Construction, Automation and Pulp, Paper & Power. This thesis has been 
commissioned by a smaller business unit of the Automation segment called the Day-
to-Day Order Management, and it is part of the Day-to-Day Business Support unit 
(Figure 3).  
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Figure 3. Organization structure of Metso Corporation and Metso Automation. 
 
Order Management department is divided into two teams. The Co Receiving team 
receives purchase orders and reviews them, with the target of ensuring that the order is 
technically correct. The orders are then handed over to the CO Management team, 
where the order responsibility stays until the final product is received by the end 
customer (Figure 4). This, of course, includes multiple steps and during each step 
interaction with the sales offices takes place.  
 
 
 
Figure 4. The structure of the commisioner department  
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In addition, CO Management is in contact with multiple other departments, which are 
involved in the order’s life cycle. These departments are explained in more detail in 
Figure 5 in the following chapter. 
 
1.7.1 Line of communication  
The researched relationship is the one between the service providers and the sales of-
fices, but there are multiple other relationships in the same framework. Figure 5 is cre-
ated to give a better understanding of how complex the overall situation is and to make 
it easier for one to understand the scope of research (in orange). The main communi-
cation apart with the sales offices, from the service provider’s side, takes place with 
production. The service providers are in daily contact with it, as production has the 
most detailed information about a specific order.  
 
In addition, the daily communication takes place with the forwarding department, as 
orders are being shipped daily to all over the world- Also to get all the documents 
ready for the customers, acquires work from multiple parties. Furthermore, weekly 
communication takes place with the claim department and the purchase department. 
The sales offices are the only party in direct communication with the end customer. 
 
 
 
Figure 5. Communication lines concerning sales offices and service providers 
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1.7.2 Reasons for customer satisfaction measurement 
The main reason for this thesis came to be when the Day-to-Day unit got a new man-
ager. As she is new in her job, Metso Automation’s sales support manager wanted to 
find out what is the level of customer satisfaction at the starting situation: “The pro-
cesses within the company have changed a lot during last year and a half, and it is cru-
cial to gather knowledge how the sales offices have adapted to these changes.” (Metso 
Automation’s sales support manager 22 Oct 2011). As this research will be renewed in 
one-year time, the aim is to see a development to a positive direction. Metso Corpora-
tion is also ISO9000 certified and therefore it is important to measure and get feedback 
from actions, which can then be used to develop the situation into more satisfactory 
one. Never before has this relationship been researched in this organization and it was 
the aiming force behind this thesis. 
 
1.7.3 Responsibility division 
Metso Automation and its sales offices have different responsibilities. Whereas Metso 
Automation takes care of the order itself, the sales offices bring the orders into the 
company. The sales offices are in contact with the end customer throughout the whole 
order period and this division of responsibilities is described in Figure 6. 
 
 
 
Figure 6. Division of responsibilities between Metso Automation and the sales offices, 
adapted from Porter’s product lifecycle prediction strategy chart (1980, 159-161) 
  
11 
Metso Automation takes care of the supply logistics by ordering the needed raw mate-
rials and components. Once they arrive, Metso Automation creates the manufacturing 
based on their R&D. When the ordered items are ready, the parent company handles 
the outbound logistics, such as shipping. In some cases, the sales offices receive the 
final product and store it in their own warehouse, before sending it to the final user. 
Only few of the offices have the space for this action. The sales offices offer technical 
help and training to the end customer, while the parent company offers technical sup-
port for the sales offices, in situations, which might be too hard to handle by the sales 
offices alone. The parent company deals with all repair requests, claims and spare part 
situations, while the sales offices offer maintenance services to the end user. 
 
In order to provide the best possible outcome for the end customer, the cooperation 
of the service providers and the sales office should be effective and based on mutual 
respect. To get to this desired goal the managers of customer order management want 
to get a clear understanding of how this can be achieved. The next chapters will give a 
solid base for the upcoming improvement actions and assessments of the current situa-
tion. 
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2 Customer Relationship Management 
In business-to-business customer relationship management takes the role of becoming 
a valuable asset, as the focus is on creating collaborative advantage, when exceeding in 
relationship management. (Payne 2006, 1-7) This chapter defines the concept of CRM 
in general and looks at how the concept can be seen in business-to-business. 
 
2.1 The perspectives of customer relationship management 
CRM has developed a variety of meanings throughout its existence and has become 
one of the critical business issues (Payne 2006, 19). CRM’s function is to cover all as-
pects of a company, while creating an atmosphere, where the customer relationships 
are managed in an efficient way. This is how the writer understands the topic, but 
CRM is difficult to confine to one aspect, and therefore the following chart, Figure 7, 
will demonstrate the variety of CRM. 
 
 
 
Figure 7. Three CRM perspectives (Payne, 2006, 19) 
 
Payne has developed a strategy framework for CRM, which includes five aspects. 
These are strategy development process, value creation process, multichannel integra-
tion process, performance assessment process and information management process. 
This thesis is focused on the performance assessment process and the value crea-
tion process. The researched relationship aims to create value for the sales offices 
(value creation process) and with this thesis the aim is to assess the current perfor-
mance and learn how the performance could be improved (performance assessment 
process). This has been illustrated in the following chart (Figure 8). 
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Figure 8. The strategic framework for CRM with the researched thesis relation. (Payne, 
2006, 31) 
 
The core focus of this thesis is internal CRM. The sales offices are Metso Automa-
tion’s internal offices, located globally. The customers in this focus are the sales offices. 
 
2.2 Internal customer relationship management 
This thesis is focused on the relationship with internal customers and according to 
Chakrapani (1998, 58), internal customers are an important link in the organization’s 
chain. He divides the internal relationships into following three groups: 
 
 relationships between employees and external customers 
 relationships between employees and internal customers 
 relationships between employees and other employees only.  
 
The first relationship could be with company’s suppliers, where they would be the ex-
ternal customers. The third type could include two units within the core company, 
such as claims and forwarding departments. This thesis will focus on the second type, 
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as the sales offices are the internal customers of Metso Automation. They use the cus-
tomer service received to serve the end-users of Metso Automation. The next chapter 
will provide a better understanding of internal customers. 
 
2.3 Internal customers 
In many cases the word ‘customer’ may refer to internal customers instead of external 
customers. According to Chakrapani (1998, 58-59) internal customers should be treat-
ed as external customers when looking at service quality. Critical differences do exist 
and they are exposed when the needs of internal and external customer do not match. 
These situations can be hard for the employee, who has to interpret, which party to 
please more. This is the case when both parties cannot be equally pleased. 
 
Internal customers are very important because if they do not see the importance of 
completing their work efficiently, it will become hard for the organization to deliver 
customer satisfaction to the end customers (Harris 2012, 6). According to Harris, in-
ternal customers were earlier referred to as co-workers, as the importance of internal 
customers was yet to be discovered. Understanding the needs of internal customers 
can create a more positive atmosphere at work, efficient work flow and fewer apolo-
gies received by the end customers. 
 
As mentioned in the previous chapter, three types of internal relationships exist. The 
focus of this thesis is on the relationship between employees (service providers) and 
internal customers (sales offices).  To make it easier, we will refer to service providers 
when talking about employees. This relationship type includes employees, who provide 
an input (customer service) to an internal unit (the internal customers). They then use 
that input to provide customer service to the end customers (Chakrapani 1998, 58). 
These functions are illustrated in Figure 9, which explains how the same person can, 
depending on the situation, be both the customer and the service provider in the ser-
vice process chain. This process also shows, how the services received by sales offices 
from the service providers, is directly linked to the services received by the end cus-
tomers. The researched relationship is indicated inside the orange frame. 
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Figure 9. The modified internal service functions and internal customers (Grönroos 
2001, 308) 
 
Metso’s sales offices have also noticed that there is a problem recognizing the internal 
sales offices as customers, and this is illustrated in the following quote taken from the 
survey results. 
 
“Sometimes [communication] is not problem but inflexible procedures, not customer 
oriented (customers are not only the final customers but also the sales offices) behav-
iour and lack of [information] are the main issues.” (Spain’s sales office representative, 
Aug 2012) 
 
To get a better understanding of the process, the term service has to be looked at in 
more detail and this will be done in the next chapter. 
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3 Customer service 
As customer satisfaction is strongly dependent on service, the importance of service 
can easily be understood. This chapter will study the topic from different angles. In this 
chapter we will also create the framework for data gathering. 
 
3.1 Service 
Service as a term can be a difficult one to explain. The reason for this is that it can 
have multiple different meanings, depending on the person, as it can be seen as per-
sonal service or as a service of a product. Some also state that the outcome of service is 
not an ownership of anything, while others say that this is not always the case. Services, 
according to Kotler and Keller (2012, 379), are intangible products, which are offered 
in addition to tangible products. This however, is something Grönroos does not agree 
with. Grönroos (2001, 49) writes 
 
“On the other hand, retailing is a service, and after using the services of, say, a grocery 
store, the customer undoubtedly owns the groceries,  and the goods, the assortment of 
groceries as well as the individual goods, are part of the service offered to the market-
place. In this case, the consumption of the service of the service firm, the grocery store, 
does result in the ownership of tangible goods”.  
 
Harris (2012, 2) has taken a broader view when explaining service, and according to 
her it is anything done for the customer that enhances the customer experience.  The 
factor, which all the above mentioned theories share, is that the end goal of customer 
service is customer satisfaction. The aspect of gaining ownership of tangible goods, 
mentioned above, depends on how the person views services, and can therefore be 
divided into two shared possibilities. A factor, which researchers do agree on, is the 
fact that services should exist to make the offering more valuable. According to Grön-
roos (2001, 4), services create the competitive advantage, which can create a larger cus-
tomer base, but only if the management of a company realizes its potential. 
  
17 
3.2 Importance of service quality 
According to Ylikoski (1998, 10) the quality of service is a prequisit for customer 
satisfaction. When considering this factor, it can be easily notified that service quality is 
linked to job satisfaction. Satisfied employees tend to offer better services. Therefore 
this relationship can act as an indicator of a company’s work environment. Service 
quality is an aspect in business-to-business environment, which is easily overlooked 
among internal departments. This is due to the unfamiliarity of the topic compared to 
customer satisfaction; hence its connection might not always be fully realized (Ylikoski 
1998, 28). In practice though many departments within an organization work together 
and for each other and therefore offer services. Furthermore, empirical findings have 
shown the strong linkage between service quality and customer satisfaction (Babakus, 
Bienstock & Scotter 2004, 713-737). Customers satisfied with the service quality are 
likely to have a strong and positive emotional response, i.e., customer satisfaction. This 
linkage has a high importance for this thesis. 
 
3.3 The dimensions of service quality 
Quality is often considered to be one of the keys to success. (Grönroos, 2001, 66). Ser-
vices are, in most cases, intangible and therefore the consumer cannot assess them on 
quality, performance or functionality. That does not mean that services cannot be eval-
uated. There are multiple different theories on how to do this in the most effective 
way, and this thesis shall take a better look into three (3) of them.  
 
3.3.1 Perceived service quality theory and its’ dimensions 
Grönroos took an approach towards service quality in the early 1980s, when the ser-
vice quality term had been emerged a decade earlier. He introduced the “perceived ser-
vice quality theory” in 1982 and it became the conceptual framework for understand-
ing service and the attributes behind it (Figure 10). 
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Figure 10. The service quality model by Grönroos (1982, Mont & Plepys, 2003, 30) 
 
The perceived service quality model shows that, according to Grönroos (1982, Mont & 
Plepys 2003, 30), the service perceived can be divided into two separate parts, where 
the technical quality acts as a base for the total quality perceived, and the functional 
quality adds to the former one. The functionality is an added value that can be the 
competitive advantage for some. This model was based on two dimensions: what and 
how.  
 
As can be seen, these attributes create the corporate image, which influences the ex-
pected service level. In the case, where the corporate image is negative, the expected 
service also remains low. However, this in the end does not deliver good service quali-
ty. In 1988, Grönroos (2001, 67) altered his model by taking into consideration the 
quality experiences and the new model was called “total perceived quality”, which 
states that perceived quality is achieved when expected services match the experienced 
service (Figure 11). 
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Figure 11. Total perceived quality (Grönroos, 2001, 67) 
 
In the earlier theory by Grönroos, the image affected expected service. However, in the 
updated version, the total perceived quality has an impact on the image. If a customer 
expects to be treated in a certain way, but the experience is more positive, then the im-
age of the company will improve. But so will the expected level of perceived quality. In 
the previous situation, the customer had an image of the company, which affected the 
expectations of the customer. This seems to be the same situation described in differ-
ent words. One might disagree, but the basic framework for this attribute is similar. As 
mentioned previously, the main idea with the new model was that instead of expected 
service, the customer expects level of quality across all sectors. 
 
3.3.2 Service quality dimensions 
According to Hutt and Speh (2010, 269) evaluating customer service can be done from 
five (5) different dimensions. These dimensions are as follows: 
 
 reliability 
 responsiveness 
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 assurance 
 empathy 
 tangibles 
 
These five dimensions take into consideration promises made (reliability), willing-
ness to help (responsiveness), professionalism (assurance), listening to the cus-
tomer (empathy) and quality of documents (tangibles). All the above mentioned at-
tributes have high importance, but according to a study by Parasuraman, Zeithaml and 
Berry (1985, The Marketing Association of Australia and New Zealand, 2005) they are 
not enough. They have created the Gaps model, which defines service quality using 
gaps in service situation and which can determine the quality of service (Figure 12).  
 
 
 
Figure 12. The service quality gaps by Parasuraman, Zeithaml and Berry, with a modi-
fication emphasising the service quality aspect (1982, The marketing association of 
Australia and New Zealand, 2005) 
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Using the Gaps model, they have described the ten dimensions of service quality. Par-
asuraman, Zeithaml and Berry have used the customer segment of the Gap model, 
which is marked red in Figure 12, and determined the dimensions around expected and 
perceived service (Figure 13). These dimensions gather the aspects related to under-
standing service and give a simple overview of the situation. 
 
 
 
Figure 13. The framework for the ten dimension of service quality by Parasuraman, 
Zeithaml and Berry (The marketing association of Australia and New Zealand, 2005) 
 
The 10 dimensions by Parasuraman, Zeithaml and Berry are as follows: 
 
 communication 
 access 
 competence 
 courtesy 
 credibility 
 reliability 
 responsiveness 
 security 
 tangibles 
 understanding/ knowing the customer.  
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These dimensions include ones, such as courtesy and security, which Hutt and Speh 
did not state in their theory. It can be seen that the difference between these theories is 
quantity of dimensions. These theories do not go against each other, but supplement 
each other. These ten dimensions cover service quality, and can therefore be set as the 
frame of measuring internal satisfaction. This frame can then be modified to fit the 
needs of each specific case. However, these dimensions can be understood differently. 
Some of these terms are simple to understand, such as communication, but when we 
look at access, we can find multiple meanings. Access can be included to accessing 
information and databases used and could therefore be included to communication 
methods. By this the writer means that the correct question to ask is how the commu-
nication can be accessed efficiently.  
 
Competence can be understood as the professional skills of employees in coopera-
tion. In other words it could be explained with professionalism. In addition, other be-
havioural aspects can easily be combined with competence. Credibility can refer to 
past performance, knowledge level and/or trustworthiness of an employee. Reliability 
can be linked to information received in cooperation. Information received should be 
reliable and obviously, if the promises made are kept, the effect on service quality will 
be positive. Also, the information shared between two sides should stay within the giv-
en relationship and the channels used for cooperation should be secure. The infor-
mation shared is not meant for outsiders, and therefore security has a major part in 
business.  
 
Courtesy can be aligned with customer service, as it can be understood to mean the 
behaviour of service personnel. Responsiveness can also be seen as part of customer 
service, as by responding quickly, and being willing to help, can offer better service 
quality. Tangibles in service quality can be included to customer service in the form of 
reports and documents. And more so we are talking about the quality of them.  In ad-
dition, understanding the customer can be the deal breaker in many cases, also with 
the internal customers. It is obvious to the writer that when one feels he is being lis-
tened to, his received service quality is on the positive side.  
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Depending on the situation these dimensions can be seen from multiple points of 
view. As every case is different from the other and a good theory is adaptable in more 
than one case, these dimensions work effectively and they are not limited to only one 
situation. As we will see in chapter 5.2.1 these dimensions are grouped together to 
form the base for the survey used as a data collection method. 
 
3.4 Internal service quality 
Internal service quality has not gained much attention or consideration in the past, es-
pecially in the empirical literature. For some it is seen as employee satisfaction, whereas 
for others it is purely linked to service, and due to different definitions parts of the 
concept have been discussed theoretically already in 1938 by Barnar, and can be found 
from an article journal by Hallowell, Schlesinger and Zornitsky (1996). Companies can 
define internal service quality as it best suits their organization, because the concept 
itself is complex. Therefore different attributes have different levels of importance de-
pending on the organization. 
 
According to an article journal by Hallowell, Schlesinger and Zornitsky (1996) internal 
service quality can be linked to job satisfaction that gives it great importance. With this 
link, it is important for companies to pay attention to the employee satisfaction, as sat-
isfied employees often create satisfied customers. This is the finding, which multiple 
researchers agree upon, but it has not gained enough understanding to be used effec-
tively in most companies. Employee satisfaction is gone through in more detail in the 
next chapter, where customer satisfaction will be introduced.  
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4 Customer satisfaction 
This chapter outlines the concept of customer satisfaction from the view of sales office 
satisfaction. 
 
4.1 Determining customer satisfaction 
Customer satisfaction can have quite many different meanings to people. Some see it 
as a process, whereas others view it more as an outcome. Mäntyneva (2003, 125) ap-
proaches this topic from the outcome point of view. She links the expectations and 
experiences together and if these two attributes match, then the outcome is nothing 
else but positive. On the other hand, Hill and Alexander (2006, 2) have taken another 
route towards customer satisfaction. They see it as a process, where the product per-
formance relates to a set of customer requirements, creating a path to customer satis-
faction. In the end, there are as many ways to determine customer satisfaction as there 
are writers and researchers. One factor that most researchers link to this topic is em-
ployee satisfaction, and we shall go deeper into it next. 
 
4.2 Employee & customer satisfaction 
The relationship of employee satisfaction and customer satisfaction has been re-
searched heavily. One of the views is the view of consumer psychology, which has 
proven that customers interacting with satisfied employees creates customers, with 
positive attitudinal bias to the service received (Howard & Gengler 2001, 181-201). 
Also according to Zeithaml, Bitner and Gremler (2009, 167) there is a connection be-
tween the quality of internal service received by internal customers and the quality of 
service they provide to the end customers. To reach the expectations of internal cus-
tomers and to fulfill their needs, it should be remembered that providing satisfaction 
to employees creates satisfied internal customers. 
 
Doucet (2004, 761-772) offers the same findings from another point of view. He re-
searched organizational behavior and during the study he found out that the hostility 
of service employees has a direct impact on the mood of the internal customers, which 
tends to be hostile as well. This has a negative impact on the customer satisfaction 
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without a second look towards the core tasks of the services performed. In addition to 
this, Chakrapani (1998, 209) agrees about the linkage and according to him, employee 
satisfaction has a crucial role in internal customer satisfaction. This can be translated 
that unsatisfied employees lead to unsatisfied internal customers, which is also proven 
in the study by Doucet (2004, 761-772). Therefore the employee satisfaction should be 
researched in order to get a clear and authentic picture of the overall situation. 
 
Grönroos (2001, 184) has been researching this topic in detail, and according to him 
the connection can easily be seen in situations where customers, or internal units, are 
dissatisfied, as they normally give the feedback of their feelings to the employees. 
These employees can then have a hard time coming to terms with such feedback and 
this can have a negative impact on the working atmosphere, where the employees no 
longer feel secure or satisfied. The effects of this cycle will finally result in poor cus-
tomer service. Additionally, Grönroos (2001, 220) has also noticed that if one unit 
within a firm receives too many contacts (which were meant for another unit), it can 
create problems for the employees to serve the actual internal customers well. As the 
employees get frustrated with the wrong contacts, their actual customers suffer, due to 
a long wait. The answers might not reach the same quality as expected, as the workload 
per employee is larger than anticipated. 
 
We can find from all these studies that customer satisfaction is highly dependent of the 
employees of the firm. The linkage between employee satisfaction and customer satis-
faction can be found and it should be noticed that customer satisfaction can hardly be 
improved without paying attention to the service quality. 
 
4.3 Measuring customer satisfaction 
The research and its results (measurements) are an important tool in developing the 
organization’s operations. It is important that the management takes into considera-
tions the needs of their sales offices and their views of the functionality of the current 
operations. This thesis gives a valid base for developing operations now and in the fu-
ture. 
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4.3.1 Methods for measuring 
There are multiple ways for measuring this topic. According to Chakrapani (1998, 52) 
certain factors should always be included. Firstly he mentions producers meaning the 
company and its employees. Secondly there are the processes of a company and lastly, 
the people referring to customers. Methods used to cover these three factors differ. 
Producers can be measured by mystery shopping, structural analysis or nominal 
groups. Processes may include the Fishbone diagram or charts and survey may be used 
for people. 
 
Chakrapani (1998, 49-202) has mixed qualitative and quantitative methods depending 
on the stage and group being measured, but the first element done by Grigoroudis and 
Siskos (2010, 171) is division of quantitative and qualitative measuring.  Grigoroudis 
and Siskos follow researched done by Dutka (1995, Grigoroudis & Siskos, 2010) by 
categorizing the customer satisfaction measurement by content and objectives. When 
looking at this division from the broad view, qualitative research includes in-depth 
interviews and focus groups, whereas quantitative research includes such attributes 
as mail surveys, personal interviews and telephone surveys. 
 
Both Chakrapani (1998, 49-202) and Grigoudis and Siskos (2010, 171-175) find ad-
vantages and disadvantages with different methods used for measuring. When looking 
at surveys, a typical quantitative method, Grigoudis and Siskos find the costs being 
low, there is no rush in providing an answer, it has easiness to cover different geo-
graphical areas, completion can be done anonymously and customers can decide when 
and how they want to respond. On the other hand, Chakrapani (1998, 155) states the 
difficulty of creating a survey and that it is often done by specialized firms based on the 
creation complexity. He does though share the fact that surveys are used to assess cus-
tomer satisfaction and they often vary in their levels of sophistication. As there are 
multiple survey creators, then it is bound to lead to multiple ways of creating a survey. 
With each the outcome depends on the creator and topic being researched. 
 
Grigoudis and Siskos (2010, 175) agree that using surveys do have disadvantages at-
tached. These include response rates being lower than with other methodologies, im-
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possibility to control quality, as questions can be skipped, and questions have to be 
simple and short for all to understand the meaning of the question. Grigoudis and Sis-
kos (2010, 178) highlight the importance (originated from a study by Vavra in 1997) of 
continual research. According to them the measurement should not take place once, 
but it should be renewed to understand what, if anything has changed since the last 
measurement. As mentioned in chapter 1.2 the measurement done for this thesis is 
part of an on-going project, which will be renewed in one-year intervals. 
 
4.3.2 Fishbone diagram 
The Fishbone diagram is an outline for researching customer satisfaction and can be 
used to define a single problem or effect, which is causing problems in the employee 
end of the linkage. This was the framework for in-house interviews. 
 
 
 
 
Figure 14. The Fishbone diagram by Ishikawa (1943, Chakrapani 1998, 194) 
 
The Fishbone diagram, also known as the herringbone diagram, cause-and-effect dia-
gram and/or Fishikawa, was developed by Kaoru Ishikawa in 1943 (Chakrapani 1998, 
194). He aimed this tool to be used at cutting deeper into the cause of a problem, layer 
by layer, to identify the problem better and in more detail. This can be seen in Figure 
14, which divides the framework into five headings, with multiple attributes attached to 
each heading. Environment covers the attributes such as gossip and hostility. Poli-
cies, in this diagram, refer to hierarchies being too rigid, the lack of flexibility, too 
many possible policies and the policies being too restrictive. People can include inex-
perienced or untrained workforce, or the workload can be chronic and too much dur-
ing peak hours. Methods might be unclear and/or contradictory and the techniques 
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could be outdated. The last header, equipment, refers to the used software not being 
good enough, terminals being too slow and there are not enough of terminals. 
 
A result of the Fishbone diagram enables the researches to isolate the source of the 
problem. The problem based on the attributes, mentioned in the previous paragraph, is 
that the employees are not motivated. This is a good method to find the path leading 
to the source of the problem. The problem is easy to solve, as the attributes along the 
path have already been identified. As mentioned at the beginning of this chapter, the 
Fishbone diagram was used as a data collection method for this thesis and it was the 
base for in-house interviews. Next we will look at the research methods chosen, as well 
as, to the outcome of the research. There we can see the outcome of using the Fish-
bone diagram and the measurements of quantitative method used.  
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5 Methods 
This chapter shows the path of research in the form of a survey and the interviews. 
 
5.1 Research methods & design 
The research design was both quantitative and qualitative, but the focus was on quanti-
tative research. Getting a deep understanding of the current situation required two dif-
ferent methods to be used. Due to the long distance with sales offices located abroad, a 
survey was chosen to be the main measuring method. Another reason was the meth-
od’s low cost and ability to be shared easily. This was the quantitative part of the de-
sign, but it had few open-ended questions (qualitative) included. 
 
 
 
Figure 15. Initial research design 
 
A small set of interviews (3) was carried out in order to gather information from the 
service providers. Interviews were chosen, as a method, to get a deeper understanding 
of the other side of the scale. These two methods were the source of the primary data 
and can be seen in the Figure 15. Secondary research took place in the form of desktop 
research, which focused on the theory part of the thesis, as it includes different defini-
tions of customer satisfaction and service quality and the deeper meaning of the topics. 
 
5.2 Implementation of research 
Implementation included the survey and the interviews and both are looked at in more 
detail next. 
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5.2.1 Survey 
The survey (Attachment 3) was sent to 33 sales offices on the 1st of August 2012. Re-
minders were sent on the 6th and the 9th of August and the survey was closed on the 
10th of August. It included 34 questions, which were organized into five categories. 
The survey was done by using the Likert scale, with an addition of open-ended ques-
tions. The respondent was able to choose from six (6) different answer possibilities: 
 
 1 = Never 
 2 = Seldom 
 3 = Occasionally 
 4 = Sometimes 
 5 = Often 
 6 = Most of the time 
 
As each question was created in a way that everyone would be able to answer them, the 
answer possibilities did not include an answer such as “I do not know”. The survey 
also included two mandatory questions: location and job title. This survey was sent in 
the form of a link, which was included to an email sent to all Bernie key users of Metso 
Automation (Attachment 2), from each sales office. It was mentioned in the e-mail that 
the key user should forward the email to their inside sales people. Due to this, the reli-
able response percentage could not be measured, as the full size of the possible target 
group was unknown. According to Metso Automation’s sales support manager (2012) 
the employee amount per sales office can vary from four up to 70. Out of these the 
potential group for this survey would have been from three up to ten. It can somewhat 
be estimated that on average each sales office has around 15 employees, out of which 5 
employees were part of the potential group. Therefore the response rate was around 
42%. 
 
The survey took place during the holiday season in many countries, which might have 
affected the results, but in the end 70 responses were received. However, three of them 
came after the deadline, and as the data was already extracted and the analysis had be-
gun, these three responses were left aside. This is a good outcome for this type of sur-
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vey, as the normal rate, according to Metso Automation’s customer loyalty manager 
(28 Aug 2012), is anything from 50 to 80 responses. Similar surveys have taken place 
within Metso Automation, and this response rate is based on previous results. 
 
The five categories, in which the questions were divided, were created by altering the 
ten dimensions of service quality by Parasuraman, Zeithaml and Berry introduced in 
chapter 3.3.2. Alteration was needed to relate the survey to the respondents. (Figure 
16) 
 
  
 
Figure 16. The adaption of the service dimension theory 
 
Each question was part of a specific category. 
 
 Communication: Questions 1, 3, 4, 5, 12, 15, 16, 17, 18, 21, 26, 28 
 Communication tools: Questions 9, 24, 25, 27, 29, 31 
 Customer service: Questions 2, 6, 7, 11, 13, 20, 22, 32 
 Cooperation: Questions 6, 8, 10, 14, 17, 19, 23, 30 
 
These questions were formulated to show what the current satisfaction level was after 
the sales support service model implementation, which took place at Metso Automa-
tion. The survey was created so that it followed the normal order process, and there-
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fore gave the participants an opportunity to follow the survey easily. The aim for this 
survey was to gather enough data to determine the current situation from the views of 
communication and customer satisfaction. Throughout the survey Chakrapani’s (1998, 
52) three factor groups were kept in mind and this survey covered the people side. 
Producers and processes were covered by the Fishbone-oriented interviews.  
 
5.2.2 Testing the survey 
The survey was tested by five (5) people, and they included testers from outside and 
inside of Metso Automation.  Externally this survey was gone through by a supervisor 
of this thesis at HAAGA-HELIA, and internally the survey was tested by the commis-
sioner party. The tool used for this survey was RADCL, an internal tool, which has 
been created for similar surveys. This tool has been used before internally in measuring 
customer satisfaction and it has been found to be a good one. 
 
Feedback from the testers was both negative and positive. The negative feedback in-
cluded some terms, which should be changed, changing the question type from a ques-
tion format into a statement format and creating one set of possible answers. The posi-
tive feedback featured the length of the questionnaire, the actual topics being asked 
and the flow of the survey. This feedback was used to modify the survey, and after 
alterations, it was gone through again by two (2) people, from Metso Automation and 
HAAGA-HELIA, to see if the alterations were made appropriately. 
 
5.2.3 Interviews 
The outcome of the interviews was hoped to give a better understanding on the 
producers- and processes side of the researched topic (Chakrapani 1998, 52). The 
interview method was general theme interview and followed Ishikawa’s (1943, 
Chakrapani 1998, 194) Fishbone diagram. The aim was to gather an understanding of 
the possible problems at the service providers end of the reserached relationship, to 
see if similarities with sales office’s answers can be found. The three interviews took 
place on the 28th of August in 2012 at Metso Automation’s offices at Vantaa and lasted 
around 20 minutes each. The discussion topis were as follows: 
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 Environment: What is the working atmosphere like?  
 Policies and guidelines: Not enough or too many policies? 
 Methods: Are the methods unclear, old or contradictory? 
 People: Are the coworkers trained and have enough experience? 
 Equpiment: Does the equipment provided aid the teams’ work? 
 
The three (3) service providers were chosen based on different aspects. The sample 
group included an employee who has recently joined Metso Automation, another who 
has been with the company for a longer period and third whose work description has 
included variety of tasks. This was done to cover a larger group of employees and to 
get all the possible answers relating to the situation. Of course all three interviews 
showed a different outlook based on the differences between selected employees. The 
outcome of the interviews will be discussed in the upcoming chapters, to offer more 
validity to the survey answers. The survey answers are gone through in more detailed in 
the next chapter.  
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6 Results 
The explanation of the raw data by categories is shared in this chapter. 
 
6.1 The respondents 
The respondents included Metso’s sales offices located around the world. In the below 
chart (Figure 17) can be seen where the respondents were located. To make the analyz-
ing more effective, countries were assigned to groups based on their locations. This 
resulted in 5 groups: The Americas, Southern Europe, Northern Europe, Asia and Af-
rica-Oceania-Middle East-UAE (Attachments 27 & 28). 
 
 
 
Fixure 17. Percentage of respondents’ locations, question 33 
 
In Figure 18 the position of respondents can be seen. The majority works in inside 
sales, but others in order handling/logistics and field sales. Option other included 
mixtures of all given options, as the title division depends on each sales office. 
 
 
 
Figure 18. Percentage of respondents’ positions, question 34 
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6.2 Communication 
Due to implementation of Day-to-Day service model in the end of 2011 it was crucial 
to find out how communication is working and to see, if both parties understand the 
changes. As can be seen from Attachment 4 over 50% in Northern and Southern Eu-
rope understand the role of the CO Receiving team. In Asia the overall results stay 
positive but the communication, however, should be improved with the Americas and 
Africa-Oceania-Middle East-UAE. 
 
The service provider’s contact person changes during the order receiving and the order 
management phases, and as can be seen from Attachment 6, majority of the 
respondents have a good understanding of their service provider in CO Receiving 
team. However, in Europe and Asia the situation should be communicated better. 
 
 
 
Figure 19. Clearness and descriptiveness of answers, question 12 
 
The answers received by the sales offices cannot be too difficult to understand and 
communication plays a major role in these situations. The Americas responses stay on 
the positive side, but in Southern Europe and Africa-Oceania-Middle East-UAE 
around 30% are confused (Figure 19). 
 
Knowing the own contact person during shipping phase is important (Attachment 14), 
but this is only the key within the Americas. Communication problems seem to appear 
within Asia, Africa- Oceania-Middle East-UAE and Southern Europe with some never 
knowing whom to contact. 
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The question of understanding the Division of Responsibilities between CO 
Management and Forwarding (Attachment 15) was to find out, if the sales office know 
who to contact during the shipping phase. As can be seen from the chart, overall 
respondents (except from the Americas) seem to be confused with the topic. 
 
Attachment 16 reveals how one of the new processes has been communicated to the 
sales offices. Prioritizing orders was included to the processes after delayes started 
affecting the delivery situation. It is presumed that the sales offices would have a clear 
understanding how prioritizing process works. Overall the answers range from 1 to 6, 
with every country group including confusion about the situation. 
 
The fact how to run a Datawarehouse report of an order backlog and rescheduled 
order lines should be well communicated to the sales offices, but as Attachment 19 
shows, in each region the need for more training can be found. In Northern Europe 
and the Americas almost half often feel unsure. On the other hand, over half of the 
respondents from Northern Europe know how to run reports. Dispersion is high 
among each region. 
 
The usage of EOH is crucial in the line of work where EOH is the major 
communication tool, and therefore everyone should be confident of having received 
enough training to use it (Attachment 23). In Northern Europe the situation is 
positive, while in Southern Europe, the Americas and Africa-Oceania-Middle East-
UAE the need for more training can be seen. 
 
6.3 Communication methods 
As there are multiple tools available, it is important to find out which tool sales offices 
prefer to use when making a contact. As seen in Figure 20, the majority in each seg-
ment answered EOH. Some segments picked other, in which the choice was a mixture 
of all given options and 5% of overall respondents chose e-mail (under option other). 
An e-mail was not a given option, due to efforts in trying to lower the usage of e-mails 
in general.  
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Figure 20. Preferred contact tool, question 9 
 
EOH should be used for all order-related communication and according to Attach-
ment 21, up to 67% of respondents use EOH. However, the usage remains low in the 
Americas, Asia and Africa-Oceania-Middle East-UAE. 
 
Also the contact persons in Day-to-Day Order Management for each sales office 
should use EOH for all order related communication. Attachment 22 shows that at 
least half, depending on the region, do use EOH. Overall with the Americas, Asia and 
Africa-Oceania-Middle East-UAE, some find the usage occasional.  
 
It has been unsure, if the sales offices feel that EOH, as a tool, supports the work to be 
done and, as can been seen from Attachment 24, dispersion is quite high among each 
segment. Answers range from 1 to 6, with 55-80% showing positive customer satisfac-
tion. The Americas and Africa-Oceania-Middle East-UAE are yet to discover all the 
beneficial factors associated with EOH. 
 
M3 reports are meant for sales offices to gather needed information on their own, and 
are aimed to be easy to use, but as can be seen from Attachment 26, overall up to 45% 
picked seldom or below, except respondents from the Americas; half had a positive 
impact and the rest find some difficulties in the usage. 
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6.4 Customer service 
Due to many IPO quality errors during the order process, it was important to know, if 
the sales offices felt that it would be beneficial, if they could ask user support for IPO 
creation before placing IPO (e.g. concerning ETO notices or logistical selections). As 
seen from Attachment 5, the answers were quite positive. In Northern Europe and in 
Africa-Oceania-Middle East-UAE few respondents would seldom find this beneficial. 
 
The creation of CO Receiving team was to offer better customer service, and Attach-
ment 9 gives an insight to mixed emotions. Answers range highly with an emphasis in 
the middle. In Southern Europe 20%, have not found the benefits of this creation, 
whereas the other 20% have felt the benefits most of the time. 
 
The fact of inquiries being replied within a reasonable time has gained some feedback 
prior to this thesis and was important to get a solid picture of the situation. No one 
was unsatisfied and overall roughly 19-45% chose a positive option. The least satisfied 
regions are Africa-Oceania-Middle East-UAE and Southern Europe (Attachment 12). 
 
In order to improve customer satisfaction, the ordered delivery schedules should be 
received as requested. As seen in Figure 21 the overall satisfaction is low. 
 
 
 
Figure 21. Receiving ordered Delivery Scheduled as requested, question 13 
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From Attachment 18, it can be seen that most feel that their prioritization requests are 
replied to within a reasonable time. In both Asia and Africa-Oceania-Middle East-
UAE, the satisfaction is not as high as it could be, but the overall situation is on the 
positive side. 
 
 
 
Figure 22. Informing about changed schedule, question 22 
 
Orders can be delayed from original manufacturing schedule and part of good custom-
er service is to inform sales offices about the changed situation. Less than 20%, de-
pending on the region, feel that this is done in most cases (Figure 22), and most were 
unhappy with the situation. Therefore the current situation is quite negative. 
 
 
 
Figure 23. Overall satisfication, question 32 
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An overall situation of the customer satisfaction is shown in Figure 23. Here it can be 
seen that improvements are needed in different areas, but the take is on the positive 
note. 
 
6.5 Cooperation 
Instructions why the order has to be revised have to be understood by both parties. 
Attachment 7 shows that the situation in the Americas and Northern Europe is quite 
good. The most negative situation is in Asia and Southern Europe. 
 
In addition to the previous question, it is very important to know how the revision 
should be done. Attachment 8 shows that the situation needs to be improved across all 
sections, but the focus should be on Africa-Oceania-Middle East-UAE and Southern 
Europe. In the Americas the answers stayed on the positive side. 
 
For cooperation to work, two sides are needed and getting in contact should be simple 
(Attachment 10). Most respondents had positive feedback and the most negative situa-
tion is in Southern Europe, where 25% of the answers were from never to occasional-
ly. In each region the answers varied a lot, except in the Americas, where the situation 
was positive. 
 
By asking, if the sales offices would prefer a prompt answer to a query, even if it is only 
to say that "the problem is being checked and more specific information will be sent 
soon”, the deeper preferences were tried to be uncovered (Attachment 11). The Amer-
icas’ answers were on the positive side, but in Asia the situation is mixed:  8% chose 
seldom, but 87, 5% would prefer it most of the time. Northern Europe, Southern Eu-
rope and Africa-Oceania-Middle East-UAE’s answers range highly but showed a posi-
tive reaction. 
 
The cooperation should also work during absences and it can be seen in the Attach-
ment 13 that the sales offices do not always agree. Most in Africa-Oceania-Middle 
East-UAE, almost half in Southern Europe and Asia and some in Northern Europe 
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answered negatively. The overall situation in the Americas and in Northern Europe 
was positive. 
 
The prioritizing process is aimed to please all participants and 75% in the Americas 
find the prioritizing process effective, while 25% of the answers were negative (At-
tachment 17). Also in Southern Europe the situation is negative. 
 
In most cases, if orders are shipped earlier than the confirmed deliver date, does not 
seem to create problems with the majority of sales offices (Attachment 20). Yet, 10% 
to 25% answered finding it a problem often or most of the time. 
 
 
 
Figure 24. Receiving help with reports, question 30 
 
It was important to know, if the sales offices feel that they can get help from their Day-
to-Day Order Management contact person for retrieving and interpreting the reports, 
as part of the cooperation chain. Shown in Figure 24 is that improvements are needed 
across all areas.  
 
In the next chapter the findings from the raw data are combined with the interview 
results and the overall situation is interpreted to determine, which actions are needed 
to improve customer satisfaction among sales offices. 
  
42 
7 Sales office satisfaction at Metso Automation 
In this chapter the findings of the raw data are gathered, and combined with the as-
pects found during the interviews. These results will give a comprehensive overview of 
the current situation. 
 
7.1 Interpretation of the results 
Interpretation is divided down to each investigative question explained in chapter 1.3. 
The quotes are included as they were presented, thus typing mistakes may appear. 
 
7.1.1 Communication improvement needs  
As we saw with the raw data, one matter with communication is the way answers are 
written and/or given regarding the current situation, for example, revision require-
ments. The same factor can also be found from the open-ended questions, as one of 
the major topics was that answers given by the CO Receiving team are not clear or 
simple enough. 14% of the respondents said that responses should be written in a way 
that a person without an engineering degree could understand them. If we look at the 
overall percentage of answers including answers in open-ended questions, the percent-
age of these answers was 34%. These inquiry answers should not include abbreviations 
of words and explanations should be brought to a lower level and this is illustrated in 
the following quote from the survey. 
 
CO Receiving Team should understand that people who place orders each have differ-
ent levels of understanding of M3 system requirements. The CO Receiving team should 
always assume the sales office person who completed the IPO has only entry level un-
derstanding and that all CO Receiving team correspondence should be done in abso-
lutely clear terms to that person and the reason why something is done in a certain way. 
Correspondence should not be in M3 terminology which may not be readily under-
stood. A set of prepared templates of common CO explanations, whys and would 
speed up understanding at sales office level and minmise repeat "offenses" and enhance 
overall IPO productivity. (Australia´s sales offices representative, Aug 2012). 
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In addition to unclear messages, the interviews showed that the service providers do 
not always receive enough information to pass on, in order for it to be effective and 
clear. This was found out while talking about the people aspect of the Fishbone 
framework. As a topic this is beyond this thesis, but the following is a translated quote 
from the interviews to illustrate the situation. 
 
People are professional, but there are breaks or actual lack of information in communi-
cation taking place between the office and the factory. (Service provider, 2012a) 
 
This same topic is also recognized within the sales offices, as can be seen from the fol-
lowing quote. 
 
Enquiries are acknowledged promptly, however the quality of information is dis-
sappointing most of the time. This is not necessarily the CO teams fault as they are on-
ly passing information they receive from factory. (United Kingdom’s sales office repre-
sentative, Aug 2012) 
 
The positive thing is that some sales offices know the real source of the problem, but 
of course this problem should be solved. The other factor, which makes the situation 
around CO Receiving complicated, is that the sales offices do not have a clear under-
standing of CO Receiving’s role or who their order handler during the order receiving 
phase is. This could be explained by a fact that came up during all the interviews, while 
covering the policies & guidelines and methods sectors of the Fishbone diagram. The 
following, translated quotes, are an illustration of this fact. 
 
There are actually so many rules and instructions, that it is impossible to remember all 
of them. It is also funny that despite the previous fact, everyone does their job as they 
see most fitting. (Service provider, 2012c.) 
 
In some cases the problem seems to be, instead of restrictive rules, that there are no 
unambiguous rules, and everyone is free to act how they see best. (Service provider, 
2012b.)  
 
All three interviewed service providers said that there are too many instructions availa-
ble and the job description keeps changing too often. It is only natural that, if the ser-
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vice providers are not sure of the current changes and rules, then the communication 
with the sales offices can be rather poor. Therefore, sales offices cannot get enough 
information to understand the situation or changes in it.  
 
During the interviews the interviewed said that in the office, due to previously men-
tioned multiple instructions available, each service provider does the same job as the 
person next to them completely differently. This could also confuse sales offices, if, for 
example, the usage of EOH at their contact points is inconsistent. The data also 
showed that many feel they have not had enough EOH training. As EOH is the main 
tool used for order-related communication, then this matter should be communicated 
well. In the open-ended questions, a few sales offices mentioned that they wish to gain 
a better understanding of EOH. These sales offices were the Netherlands, China, Por-
tugal and Singapore. Below is a direct quote illustrating the situation with communica-
tion taking place in EOH. This shows that the flow of communication would be more 
efficient, if everyone were to use the tool in a same way and when the used infor-
mation is in the company’s working language, English. 
 
EOH database is good tool if used properly, but this is not the case. English should be 
used at all times on EOH. (South Africa’s sales office representative, Aug 2012.) 
 
Another error in communication was found from the answers. This is the communica-
tion gaps within the Vantaa office. In the following quotes the sales offices describe a 
situation, where poor internal communication can be seen affecting lead times and 
therefore creating a negative customer experience.  
 
Lately frequently IPO have been returned to us for revision. Yet - if we asked 
permission for revision we were informed by quotation engineers that no revision is 
necessary at all .... then usually there is an internal discussion how to proceed which last 
1-3 days .... (Switzerland’s sales office representative, Aug 2012.) 
 
CO [Receiving] team & IQI engineer need to have common understanding of the re-
quired revisions. This common message should then be passed down to the user. Cur-
rently, there seems to be some communication gaps. (Singapore’s sales office repre-
sentative, Aug 2012.) 
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It can be confusing for a sales office to receive information from Metso Automation’s 
service providers, which is then rejected and changed by another unit of Metso Auto-
mation. The writer sees that these situations should be taken notice of and actions 
should be taken to improve the communication flow internally. This will automatically 
have a positive impact on communication with sales office, and will then create more 
positive customer satisfaction experience. 
 
7.1.2 The most efficient communication methods 
Based on Figure 20 in chapter 6.3 EOH is the preferred communication method.  
The same was found during the interviews, with many mentioning that the usage of 
EOH (instead of e-mails) has created more effective ways of working. However, not 
everyone among the sales offices has felt that EOH supports their work. As EOH is 
created to help all parties to access the information regarding a specific order, the 
feedback from the sales offices can be used to improve the tool even more. The fol-
lowing are quotes illustrating the situation. 
 
Sometimes it is not easy to find a related message in EOH as there might be many mes-
sages, some of them are in Finnish, which is absolutely useless for us as sales offices. 
(Austria’s sales office representative, Aug 2012.) 
 
Moreover, the M3 reports offer information about the orders, without the need for the 
sales offices to contact a service provider. It can be an efficient tool, when understood 
by all users. As seen in chapter 6.3 (Attachment 26) the current situation is quite nega-
tive. This topic was mentioned by 12% of the respondents in the open-ended ques-
tions. If we look at the overall percentage of answers including answers to open-ended 
questions, the percentage of M3 reports being mentioned was 29%. The following 
quotes illustrate the change needed for offering more efficient communication tools. 
 
The report, which we generate from M3 for eg. M3 CUSTOMER ORDER DELIV-
ERY STATUS REPORT, it often gives incorrect info. It is difficult to get 100% accu-
racy, but at least would recommend to have 75% accuracy for the report, so that we 
would be able to provide our clients realistic story. (India’s sales office representative, 
Aug 2012.) 
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The main issues are with the information gained from the reports and the amount of 
reports available. There is a need to get updated information, with reasoning for delays, 
from limited amount of information sources. Combining information would create a 
more efficient communication tool, as it would save working time. This happens natu-
rally when one is not required to combine information from multiple sources. 
 
7.1.3 Customer service received by the sales offices 
Actions to improve customer service have already been taken at Metso Automation, 
and one of these was the creation of CO Receiving team. 50% of the respondents felt 
that this has created a better situation with customer service quite often. The survey 
asked to give examples of the improved situation, and the next quotes illustrate the 
reasoning. 
 
Answers comes very fast-during one working day. (Finland’s sales office representative, 
Aug 2012.) 
 
Used to be that in some cases orders were somewhere "in between" and it took too 
much time to get it processed without proper feedback. (The Netherlands’ sales office 
representative, Aug 2012.) 
 
It seems that CO Receiving has had a positive impact on customer service, as accord-
ing to sales offices the general flow, the speed of answers and feedback have been im-
proved. However, the answers also emphasized a new challenge, mentioned in chapter 
7.1.1; the communication gaps at the Vantaa office.  When an order has to be revised 
CO Receiving sends it back to the sales office, who then contacts the quotation han-
dler. There are times when the quotation handler does not agree with the revision, and 
then the sales office in question has to contact CO Receiving and explain the situation. 
This will often lead to a situation that involves all mentioned parties, and can take up 
to several days to solve. One factor is to realize that the CO Receiving and the quota-
tion handlers sit in the same office, same floor, at the Vantaa office, while the sales 
office are located around the globe. It could offer benefits to research the internal 
communication within Vantaa office more. The following quote is from a sales office 
suggesting a change to the situation. 
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If there is any technical issues for an IPO which was made through an IQI then CO  
team should first check with the IQI handler rather sending it back to Sales office. 
Since sales office will do the samething by checking with the IQI handler and revet 
back to CO team. By this way we can reduce the lead time. (United Arab Emirates’ 
sales office representative, Aug 2012.) 
 
Moreover, customer service was also seen from a negative view with delivery sched-
ules, which are not received as ordered. The writer of this thesis, who has worked as a 
service provider, knows that it is practically impossible to remember, which orders 
have a delivery schedule attached. This is due to the fact that the remembering is left to 
the service provider and with hundreds of orders, it can get rather difficult. Therefore 
this factor should be researched by the management to see what can be done to im-
prove the workload of service providers. It appears that a new pulse in the system is 
required to remind of the task at hand. This could then be adapted to inform also 
about the changed delivery dates, as the section was received poorly by the sales 
offices.  
 
In addition, most of the respondents felt that it would offer them value, to be able to 
ask for help before placing their orders. This is not currently offered, and could be 
implemented in the future. As it was received positively, it could be a factor to 
recognize for better customer satisfaction.  
 
7.1.4 Cooperation improvement needs between the two parties 
Getting in contact with your service provider is important for cooperation and, based 
on the results of the survey, the service providers responsible for Southern Europe 
should pay more attention to this factor. Improvements are also needed in Asia, 
Northern Europe and Africa-Oceania-Middle East-UAE sectors. As part of the coop-
eration, the back-up system was created during the year 2012, to make the cooperation 
smoother during sick leaves, etc. As the results show, in most cases the sales offices 
have not felt the benefits as planned. This could be solved by informing the sales offic-
es about the current process, as it would lead to less confusion in contacting the cor-
rect person.  
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The prioritizing process was originally developed at Metso Automation to make sure 
that the most critical orders are completed within the deadline, and this should be ben-
eficial for the cooperation of these two units. However, the results show that the sales 
offices do not find the process effective. It might be beneficial for the company, to 
find out how this process could be improved to please all parties involved. In addition 
to understanding the current process, getting help in understanding different reports 
or retrieving them can create more efficient working environment, as a job could be 
solved with less time. Each country sector showed negative outcome but the most 
negative situation is in southern and northern Europe. The problem behind poor level 
of help might lay with the topic brought up in chapter 7.1.1. The amount of instruc-
tions is too much for the service providers to handle, and perhaps they themselves do 
not know the functions of each report. 
 
One way to create a better base for the cooperation was introduced in the survey. By 
always answering inquiries, if only to say that the matter at hand is under work, re-
ceived positive feedback across all sectors. The following is a direct quote from an-
swers included in the survey, and it illustrates the situation. 
 
A prompt answer is always needed - time zone difference can mean days are added to 
the response time so this needs to be considered by the team, so acknowledgement that 
the request is in hand and being processed is an advantage for sales - much better than 
no response. (Australia’s sales office representative, Aug 2012) 
 
In most cases the time difference is forgotten and in reality it can add a lot to the lead 
time of an answer. And if more questions rise, this can be multiplied. By making sure 
that the sales office receive a notification, might reduce both the amount of repeated 
inquiries and the overall time spent on solving issues. 
 
7.2 Further research 
This topic is large and therefore certain aspects have been left aside, but in order to get 
a good overall view of the situation, these aspects should be researched better in the 
future. As mentioned in chapter 1.7.1 CO Management is in daily contact with other 
departments, and as was learned from the interviews, the communication with the 
  
49 
factory has major gaps. This should be the first step of further research. This should 
include the topic of information shared, as the interviews revealed that often the in-
formation received from the factory, does not offer any help for the sales office. To 
know that an order, for example, is in repair, does not offer anything for the sales of-
fices, as it only raises more questions with the end user. 
 
The second matter should focus more on employee satisfaction, as shown in chapter 
4.2. Satisfied employees offer better service quality. Interviews brought up negative 
aspects of the employee’s situation including fast amount of instructions, changing 
work descriptions and multiple databases used for instructions. In addition, when talk-
ing about policies and guidelines of the Fishbone model, all interviewed mentioned 
that transparency is lacking across all sectors of their working environment. The fol-
lowing quote illustrates how the employees see the situation. 
 
There should be more transparency included in every aspect, more so in hiring, and this 
apparently has been notified and the situation will hopefully improve. (Service provider, 
2012a.) 
 
The writer of this thesis believes that if all these aspects could be researched in more 
detail, the situation would develop in a more positive direction. In a complex situation, 
with multiple chains of communication involved, more work is needed to create an 
atmosphere, which benefits all parties. 
 
7.3 Suggested improvements 
The first action point is about improving communication with the sales offices. The 
sales offices should receive information about new changes as soon as possible from 
the service providers. This includes the new function of CO Receiving, the order pro-
cess during receiving phase, CO Management’s functions, responsible delivery phase 
handler and the usage of new reports. Multiple countries mentioned that they feel the 
need for extra training when talking about M3 reports. The communication should also 
be reliable, and therefore the communication gaps between CO Receiving and quota-
tion engineers should be attended to. It is crucial that when sales office receives an er-
ror message and start the revision process, they are not faced with confusion by quota-
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tion engineers, whom tell them that no revision is needed. This creates a loop, which 
takes multiple days to solve and messages are send back-to-back. By making sure that 
CO Receiving and the quotation engineers agree on error related factors, the sales of-
fice are faced with improved service quality, and without communication gaps the cus-
tomer satisfaction is hoped to improve. In addition, this will lead to more efficient 
work flow, as the issues are solved with less time, and will offer an improved delivery 
time, when few days are cut with efficient communication. 
 
Secondly, it would be beneficial for management to go through the databases for dif-
ferent instructions and to limit the vast amount of instructions available. To avoid con-
fusion and to offer similar services from each service provider, an efficient set of in-
structions is required. The current instructions could be stored in one place and the 
different order reports could be consolidated. The writer believes that this would result 
in a decrease in errors during the order process from both parties in question, as eve-
ryone would share a common way of working. The easier the instructions are to find 
and to follow, the more easily and readily they will be used. In addition to this, EOH 
has been received fairly positively, and as a new communication tool, it is important 
that each user knows how to use the tool in the same way. EOH is, based on the an-
swers, the most efficient communication tool. This will make the tool more effi-
cient and effective, by saving time and offering more insight to an order’s movements. 
EOH could also be easier to use once the fast amount of heading information is short-
ened, as this will create a base when searching for a specific communication chain be-
comes easier. 
 
The third improvement suggestion is about improving cooperation. The content of 
messages or inquiry responses needs improvements. CO Receiving should pay more 
attention to how they express the matter at hand. Meaning that to be understood com-
pletely full description of words should be included. In addition, screen-shots could be 
used, when applicable, to make a situation even clearer for others. CO Management’s 
responses often lack needed information, and this matter should be fixed to create bet-
ter communication and cooperation with the sales offices. The end customer is not 
interested in their order “being late” or that it “will go to packing soon”, as what mat-
ters to them is the actual date, when they will receive their order. Therefore, sales of-
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fices do not need most of the information they receive from service providers, as it is 
useless for them. For this, a 3-step check-up could be implemented with inquiry an-
swers. This means that each answer, for example with delayed orders, should include 
the reason for the delay, the actions being taken in order to solve the problem, and the 
new estimated delivery date (Figure 25). 
 
 
 
Figure 25. 3-step answer check-up 
 
Fourthly, the idea of a prompt answer received a positive feedback, and this could be 
implemented for CO Management to improve cooperation and communication. 
Prompt answer, in this case, refers to an answer given, after an inquiry is received, even 
when a clear answer is not available. By letting the sales offices know that their inquiry 
is being received, and processed, will reduce the vast amount of messages received 
from sales offices, which relate to the same matter. This also creates a positive situation 
for sales offices, as they can assure the end customer of the fact that the problem of 
theirs has not been forgotten about. 
 
The current level of customer satisfaction is good, and can also be seen from Fig-
ure 23, but not great, which can be seen from the detailed data. With these improve-
ments, the writer believes, that this situation can be turned into a more positive direc-
tion, as the customer satisfaction would increase when these problems have been 
solved.  
 
“I have the simplest tastes. I am always satisfied with the best.” (Oscar Wilde by Edgar 
Saltus, 1917, 20) 
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7.4 Validity and reliability of the results 
If this survey would be used in the future, then it can be said that it was reliable to 
some extent, as each question included could elicit similar information. The infor-
mation would be similar in general, but it would not be same as the answers received 
now. This is due to the changing environment and, as these results are hoped to im-
prove the current situation, then the outcome later on should be improved compared 
to this day. These questions could be used to assess a situation at a future date. 
 
The survey was sent to every sales office of Metso Automation, so each sales office 
representative had the opportunity to influence the end results. The survey was also 
created in a way that followed the normal order process, to make it easier for all to fol-
low. Therefore, this survey is valid, as the results show an accurate picture of the situa-
tion. 
 
However, due to the holiday season taking place, when the survey was sent out, not all 
key users were working. This could have impacted the validity of the results, but in 
every case, where an absence notification was received (4), the survey was resent to 
another key user of the same sales office. This was done to ensure that the survey was 
received by each sales office. Reminder notifications were sent out to those sales offic-
es, which had not responded at that time, and altogether two (2) notifications were 
sent. This was to ensure that the survey message had not been forgotten and to pro-
vide a better opportunity to achieve a more satisfactory response rate. In spite of these 
efforts, not each country replied and this could have had an impact of the validity of 
the results. On the other hand, the service providers were interviewed to provide a 
better, and more valid, overview of the situation. 
 
As the writer has worked for the case company and been part of researched relation-
ship, she had a solid understanding about the overall process, and was therefore able to 
interpret the answers reliably.  She was able to look at the topics from both sides and 
be impartial, as after all she is still relatively new with the company. The interpretation 
might differ, if someone not knowing the company culture, would have done the re-
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search, but only in a way that the end results might not be as usable for the company, 
as the ones provided in this thesis. 
 
7.5 Assessment of the thesis process and own learning 
Researching this topic gave the writer a new outlook, not only on how a major research 
project can be carried out, but also on Metso Corporation and its functions. This 
process included multiple factors, which needed to be handled in a professional 
manner and therefore gave insight on how one presents herself/ himself in a working 
environment. Also, as this was a long project it gave an opportunity to see, if each part 
can be done within the framework created for the project and how to handle factors, 
which do not go as planned. 
 
Piecing together a theory base, which covers the topic in question, and includes 
beneficial information for finding the correct methods and tools to use, offered a 
situation where one must decide, which way to turn and how to proceed. While 
reading multiple sources of information during the stage of desk-top research offerd 
new outlooks and new methods and therefore, gave new assests to the writer. To 
create a survey to fit the cultural backrounds of the global environment was a task on 
its own, but using the tools researched beforehand, and the knowledge gained from 
research, gave a solid understanding of the situation. This process requires a wide range 
of personal skills to be used and puts the writer face-to-face with their own university 
career, to test if the task can be overcome by what has been learned in the past. 
 
The positive feedback from the case company (chapter 7.6) proved that the process 
had been professionaly planned and implamented. In addition, the correct action 
points had been higlighted and they are all achievable, which offers more benefits for 
the case company. Certain actions, such as cleaning the EOH database and providing 
more training for the sales offices, are already under progress. 
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7.6 Metso Automation’s feedback and comments 
“In every Metso unit we deliver our purpose through our values: driving customer suc-
cess, seeking innovations, performing together and respecting each other. This thesis 
work is in the center of all Metso values with special focus on customer success and 
performing together.  
 
Within recent years the commissioning organization has implemented new ERP sys-
tem, new processes and moved from Helsinki to Vantaa together with the factory. All 
the changes listed before are huge as such and combined together it was clear that 
there would also be effect on customer service. In the midst of changes it becomes 
crucial for customer service to be able to explain and implement required changes with 
customers, in our case our global sales office network. Thus communication and co-
operation became more important than ever.  
 
The customer service survey conducted was the first ever in this organization. In gen-
eral the results show that customer service given by the target organization is on a 
good level with average of 4, 4 (max 6).  
 
We got valuable information on our customers' expectations even in areas where we 
felt that performance was already on a good level and were able to identify areas of 
operations, where customer service should be improved. In addition to that, the inter-
pretation of the results and suggested improvements were both insightful and realistic. 
The fact that the researcher had experience on the commissioning organization, its 
process and customers ensured that the overall thesis process was fluent and develop-
ment proposals practical.” 
 
Helsinki, 28th October 2012 
Sales Support Manager, Metso Automation 
 
 
 
  
55 
References 
Babakus, E. Bienstock, C. & Van Scotter, R. 2004. Linking perceived quality and cus-
tomer satisfaction to store traffic and revenue growth. Journal of Decision Sciences 35 
(4) 713-737. 
 
Chakrapani, C. 1998. How to measure service quality & customer satisfaction: the in-
formal field guide for tools and techniques. American Marketing Association.  
 
Customer loyalty manager. 28 Aug 2012. Interview. Metso Automation. Vantaa. 
 
De Pelsmacker, P, Geuens, M & van den Bergh, J. 2010. Marketing Communications: 
A European Perspective, 4th edition. Pearson Education. Harlow. 
 
Doucet, L. 2004. Service provider hostility and service quality. Academy of Manage-
ment Journal 47 (5), 761-772. 
 
Grigoroudis, E & Siskos, Y. 2010. Customer satisfaction evaluation. Methods for 
measuring and implementing service quality. Springer. 
 
Grönroos, C. 2001. 2rd edition. Service management and Marketing. John Wiley & 
Sons, Ltd. 
 
Hallowell, Schlesinger & Zornitsky. 1996. Article journal. Internal service quality, cus-
tomer and job satisfaction: linages and implication for management. URL: 
http://www.questia.com/googleScholar.qst?docId=5000417095. Accessed: 11 Feb 
2012. 
 
Harris, E. 2010. 5th edition. Customer service. A Practical Approach. Pearson. 
 
Hill, N. & Alexander, J. 2006. 3rd edition. Handbook of customer satisfaction and loy-
alty measurement. Gower. 
 
  
56 
Howard, D & Gengler, C. 2001. Emotional contagion effects on product attitudes. 
Journal of Consumer Research 28 (2) 189-201.  
 
Hutt, M & Speh, T. 2010. B2B business marketing management.  South Western. 
 
Kotler, P & Keller, K. 2012. Marketing management. Pearson. 
 
Metso. 2012a. Avenue. About us. Strategy. URL: 
http://avenue.metso.com/AboutUs/strategy%20in%20brief/Pages/default.aspx. Ac-
cessed: 03 Sept 2012. 
 
Metso. 2012b. Avenue. About Us. In brief. URL: 
http://avenue.metso.com/AboutUs/Inbrief/Pages/default.aspx. Accessed: 03 Sept 
2012. 
 
Mont, O & Plepys, A. 2003. Customer satisfaction: review of literature and application 
to the product-service system. URL: 
http://www.scribd.com/doc/49577710/19/Service-Quality-Model. Accessed: 30 May 
2012. 
 
Mäntyneva, M. 2003. Asiakkuudenhallinta. WSOY. 
 
Payne, A. 2006. Handbook of CRM. Achieving excellence in customer management. 
Butterworth-Heinemann. 
 
Porter, M. 1980. Competitive strategy: Techniques for analyzing industries and compet-
itors. Free Press Export. 
 
Sales support manager. Oct 2011. Metso Automation Flow Control. Interview. Vantaa. 
 
Sales support manager. Oct 2012. Metso Automation Flow Control. E-mail. 
 
Saltus, E. 1917. Oscar Wilde: An idler’s impression. Chicago Brothers of the Book. 
 
  
57 
Service provider. Aug 2012a. Metso Automation Flow Control. Interview. Vantaa. 
 
Service provider. Aug 2012b. Metso Automation Flow Control. Interview. Vantaa. 
 
Service provider. Aug 2012c. Metso Automation Flow Control. Interview. Vantaa. 
 
Sitra/ Edita. 2010. Eloranta, E, Ranta, J, Salmi, P. & Ylä-Anttila, P. Competitiveness 
based on corporate expertise provides Finland with sustainable well-being. Industrial 
Finland: Production Renewal after the Crisis. URL: http://www.sitra.fi/en/future-
industry. Accessed: 2 Feb 2012. 
 
The marketing association of Australia and New Zealand. 2002-2005. Theory of the 
gaps model in service marketing. URL: 
http://www.marketing.org.au/?i=mhOLQLXYtU8=&t=jZS6ngCVPug=. Accessed: 6 
May 2012. 
 
Ylikoski, T. 1998. Unohtuiko asiakas? Perustietoa palvelujen markkinoinnista. Otava. 
 
Zeithaml, V, Bitner, M. & Gremler, D. 2009. Services marketing: Integrating customer 
focus across the firm. McGraw-Hill. 
 
 
  
58 
Attachments 
Attachment 1. Overlay matrix 
 
  
59 
Attachment 2. Survey cover letter 
 
  
60 
Attachment 3. The survey. 
 
  
61 
 
 
  
62 
 
  
63 
 
 
  
64 
 
  
65 
 
  
66 
 
 
  
67 
Attachment 4. Survey results, question 1 
 
 
  
68 
Attachment 5. Survey results, question 2 
 
 
  
69 
Attachment 6. Survey results, question 3 
 
 
  
70 
Attachment 7. Survey results, question 4 
 
 
  
71 
Attachment 8. Survey results, question 5 
 
 
  
72 
 
Attachment 9. Survey results, question 7 
 
 
  
73 
Attachment 10. Survey results, question 8 
 
 
  
74 
Attachment 11. Survey results, question 10 
 
 
  
75 
Attachment 12. Survey results, question 11 
 
 
  
76 
Attachment 13. Survey results, question 14 
 
 
  
77 
Attachment 14. Survey results, question 15 
 
 
  
78 
Attachment 15. Survey results, question 16 
 
 
  
79 
Attachment 16. Survey results, question 18 
 
 
  
80 
Attachment 17. Survey results, question 19 
 
 
  
81 
Attachment 18. Survey results, question 20 
 
 
  
82 
Attachment 19. Survey results, question 21 
 
 
  
83 
Attachment 20. Survey results, question 23 
 
 
  
84 
Attachment 21. Survey results, question 24 
 
 
  
85 
Attachment 22. Survey results, question 25 
 
 
  
86 
Attachment 23. Survey results, question 26 
 
 
  
87 
Attachment 24. Survey results, question 27 
 
 
  
88 
Attachment 25. Survey results, question 28 
 
 
  
89 
Attachment 26. Survey results, question 29 
 
 
  
90 
Attachment 27. Country percentage 
 
  
91 
Attachment 28. Country groups 
 
